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Tourism destination image is related to the comprehensive evaluation and 
impressions of the natural landscape, cultural customs, reception facilities, recreation 
services, ambience, and many other attributes of one tourism destination, so it is said 
that the competitions among the destinations are in fact the competitions about the 
destination image. With the development of the Internet, tourism virtual communities 
are becoming the major platforms and media for people to obtain travel information. 
The interaction in the virtual community is based on the user-generated content to 
communicate and exchange ideas. Further, the UGC has been received as a new way of 
word of mouth, which influences the attitudes and decisions of the customers. 
Meanwhile, virtual communities are not only a channel to information, but also an 
online interactive access to build social relationships and social networks, in which 
process people’s cognitive processes and decision-making process will inevitably be 
affected by the pressure and influence from the social environment. As a general 
personal characteristics, susceptibility to interpersonal influence may play an important 
moderating role in the process of the formation of the destination image.  
In summary, this paper defines the virtual tourism communities as the platforms 
for tourists to retain information and to build social relationship. We try to construct a 
theory model about the influence of the UGC’s interactive utility on the tourism 
destination image, with susceptibility to interpersonal influence as a moderating role. 
The results show that UGC’s interactive utility has three dimensions named 
instrumental utility, social utility and psychological utility. What’s more, instrumental 
utility and psychological utility positively affect cognitive image perception. Social 
utility, psychology utility and cognitive image positively affect affective image 
perception. Cognitive image and affective image both significantly affect the perception 
of tourism destination image. Susceptibility to informational interpersonal influence 
plays a significant mediating role in the relationship between instrumental utility and 















and the relationship between psychological utility and affective image. Susceptibility 
to normative interpersonal influence plays a significant mediating role in the 
relationship between psychological utility and cognitive image, and the relationship 
between psychological utility and affective image. 
Finally, this paper can enrich the related research and put forwards effective 
marketing suggestions on how to make full use of the tourism virtual communities to 
build and spread the tourism destination image. 
 
Key Words：Tourism Virtual Community；User-generated Content；Tourism 


















1. 绪论 ....................................................................................................................... 1 
1.1. 研究背景 ...................................................................................................... 1 
 旅游业蓬勃发展................................................................................ 1 
 泛旅游虚拟社区快速发展................................................................ 2 
 旅游市场营销新发展和新趋势........................................................ 3 
1.2. 研究目的与意义 .......................................................................................... 5 
1.3. 研究创新与研究方法 .................................................................................. 6 
 研究创新............................................................................................ 6 
 研究方法............................................................................................ 8 
1.4. 研究框架 ...................................................................................................... 9 
2. 文献综述 ............................................................................................................ 11 
2.1. 旅游虚拟社区的相关研究 ........................................................................ 11 
 虚拟社区的内涵及分类.................................................................. 11 
 虚拟社区的相关研究...................................................................... 13 
 旅游虚拟社区相关研究.................................................................. 15 
2.2. 旅游用户生成内容（UGC）的相关研究 .................................................. 17 
 用户生成内容（UGC）的内涵 ...................................................... 17 
 旅游用户生成内容相关研究.......................................................... 18 
2.3. 旅游目的地形象的相关研究 .................................................................... 20 
 旅游目的地形象的内涵.................................................................. 20 
 旅游目的地形象的影响因素.......................................................... 22 
 旅游目的地形象的相关理论模型.................................................. 24 
2.4. 网络互动的相关研究 ................................................................................ 30 
 网络互动的内涵.............................................................................. 30 
 网络互动的相关研究...................................................................... 31 















2.5. 人际易感性的相关研究 ............................................................................ 36 
 人际易感性的内涵.......................................................................... 36 
 人际易感性的相关研究.................................................................. 38 
3. 研究模型与假设提出 .................................................................................... 41 
3.1. 理论模型 .................................................................................................... 41 
3.2. 研究假设 .................................................................................................... 43 
 旅游虚拟社区 UGC 工具效用对旅游目的地形象感知的影响 .... 43 
 旅游虚拟社区 UGC 社会效用对旅游目的地形象感知的影响 .... 44 
 旅游虚拟社区 UGC 心理效用对旅游目的地形象感知的影响 .... 45 
 人际易感性的调节效应.................................................................. 47 
 旅游目的地形象感知变量选择与假设.......................................... 49 
4. 研究设计 ............................................................................................................ 51 
4.1. 变量定义 .................................................................................................... 51 
4.2. 变量测量量表 ............................................................................................ 51 
 UGC 网络互动效用测量量表 ......................................................... 51 
 旅游目的地形象测量量表.............................................................. 53 
 人际易感性测量量表...................................................................... 55 
4.3. 问卷设计与数据分析方法 ........................................................................ 56 
 问卷结构.......................................................................................... 56 
 数据分析方法.................................................................................. 57 
4.4. 问卷发放 .................................................................................................... 60 
 问卷前测.......................................................................................... 60 
 问卷正式发放.................................................................................. 64 
5. 分析与结果 ....................................................................................................... 68 
5.1. 描述性分析 ................................................................................................ 68 
5.2. 信度分析 .................................................................................................... 74 















5.4. 相关分析 .................................................................................................... 82 
5.5. 结构方程模型（SEM）检验 ...................................................................... 83 
 SEM 适配度检验 ............................................................................. 83 
 初始模型检验与评估...................................................................... 84 
 模型修正.......................................................................................... 86 
5.6. 调节效应检验 ............................................................................................ 90 
 调节效应检验原理.......................................................................... 90 
 调节效应检验.................................................................................. 91 
6. 研究结论 ............................................................................................................ 95 
6.1. 研究总结 .................................................................................................... 95 
 研究假设检验结果.......................................................................... 95 
 主要结论.......................................................................................... 96 
6.2. 研究实践启示 ............................................................................................ 99 
6.3. 研究不足与展望 ...................................................................................... 103 

























1. Introduction ....................................................................................................... 1 
1.1. Research Background ................................................................................ 1 
 Tourism development ......................................................................... 1 
 Virtual Tourism Community Development ........................................ 2 
 Tourism Destination Marketing ......................................................... 3 
1.2. Purpose and Significance ........................................................................... 5 
1.3. Innovation and Methods ............................................................................ 6 
 Innovation .......................................................................................... 6 
 Methods.............................................................................................. 8 
1.4. Technical Route .......................................................................................... 9 
2. Literature Review .......................................................................................... 11 
2.1. Tourism Virtual Community ................................................................... 11 
 Concept and Types ........................................................................... 11 
 Virtual Community .......................................................................... 13 
 Tourism Virtual Community ............................................................ 15 
2.2. User-generated Content（UGC） .......................................................... 17 
 Concept ............................................................................................ 17 
 Tourism User-generated Content ..................................................... 18 
2.3. Tourism Destination Image（TDI） ...................................................... 20 
 Concept ............................................................................................ 20 
 Factors .............................................................................................. 22 
 Theory Models of TDI ..................................................................... 24 
2.4. Internet Interaction .................................................................................. 30 
 Concept ............................................................................................ 30 
 Internet Interaction ........................................................................... 31 
 Utility of Internet Interaction ............................................................. 35 















 Concept ............................................................................................ 36 
 Susceptibility to Interpersonal Influence ......................................... 38 
3. Research Model and Assumptions ........................................................... 41 
3.1. Theory Model ............................................................................................ 41 
3.2. Assumptions .............................................................................................. 43 
 Impact of Instrumental Utility on TDI .................................................... 43 
 Impact of Social Utility on TDI ....................................................... 44 
 Impact of Psychological Utility on TDI ........................................... 45 
 Modiating Role of Susceptibility to Interpersonal Influence ........... 47 
 Conponents of TDI .......................................................................... 49 
4. Research Design .............................................................................................. 51 
4.1. Variable definitions .................................................................................. 51 
4.2. Measurement Scale ................................................................................... 51 
 Utility of Internet Interaction ........................................................... 51 
 Tourism Destination Image .............................................................. 53 
 Susceptibility to Interpersonal Influence ......................................... 55 
4.3. Questionnaire Design and Analysis Methods ......................................... 56 
 Questionnaire Design ....................................................................... 56 
 Analysis Methods............................................................................. 57 
4.4. Sample Survey .......................................................................................... 60 
 Pretest Questionnaire ....................................................................... 60 
 Sample Survey ................................................................................. 64 
5. Analysis and Results ..................................................................................... 68 
5.1. Descriptive Analysis ................................................................................. 68 
5.2. Reliability Analysis ................................................................................... 74 
5.3. Factor Analysis.......................................................................................... 77 
5.4. Correlation analysis.................................................................................. 82 















 SEM Fit Test .................................................................................... 83 
 Initial Model Testing and Evaluation ............................................... 84 
 Model Revised ................................................................................. 86 
5.6. Examination of Moderating Effect ......................................................... 90 
 Test Principle of Moderating Effect ................................................. 90 
 Examination of Moderating Effect .................................................. 91 
6. Conclusions ...................................................................................................... 95 
6.1. Conclusions ............................................................................................... 95 
 Research Hypothesis Test Results .................................................... 95 
 Main Conclusions ............................................................................ 96 
6.2. Practice Implications ................................................................................ 99 
6.3. Future Prospects ..................................................................................... 103 
7. References ....................................................................................................... 106 
 Acknowledgements ...................................................................................... 113 
 Appendix One ................................................................................................ 114 















旅游虚拟社区 UGC 网络互动效用对旅游目的地形象感知影响探究 






































旅游虚拟社区 UGC 网络互动效用对旅游目的地形象感知影响探究 





2012 年我国在线旅游电子商务营业收入总额达 1708.6 亿元，较去年同期增长
30%，同年第三方在线代理商营收规模达 114 亿元，同比增长 22.6%。在线旅游
电子商务总规模保持着 30% 以上的增长速度。然而，我国在线旅游对国内旅游
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